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Abstract. Aim. International business has dramatically been expanding. Pharmaceutical companies expanded in 
foreign markets in order to survive. Importance of international marketing strategy has been rising due to increase of 
foreign market percentage from total world market and foreign competition. Accordingly, pharmaceutical companies 
marketing strategy should be coordinated in different countries. Material and methods. Reviewing of an immense 
argumentation with regard to appropriate marketing strategy in different markets of different countries. Results and 
discussion. There are two marketing strategy choices, i.e., either standardization or adaptation. There are both 
advantages and disadvantages of standardization and adaptation in pharmaceutical marketing promotion. Conclusion. 
There are a lot of factors affecting standardization and adaptation. These factors are related to the product, the hosting 
market and the pharmaceutical company itself. Mixing both standardization and adaptation in marketing strategy of 
pharmaceutical companies should be done in a real life practice. Pharmaceutical companies should aggregate the 
worldwide heterogeneous market into homogenous clusters. These aggregations depend on similarities of attitude to 
demand or offers between countries in each cluster and can be done at cross cultural or geographical level.
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Реферат. Цель. Международный бизнес расширяется. Чтобы продолжать существовать, фармацевтические 
компании увеличивают сферу влияния на зарубежных рынках. Важность международной маркетинговой страте-
гии растет за счет увеличения процента зарубежного рынка от общего числа мирового рынка и международной 
конкуренции. Следовательно, маркетинговые стратегии фармацевтических компаний должны быть согласованы 
в различных странах. Материал и методы. Проанализировано огромное число обоснований в отношении 
соответствующей стратегии маркетинга на различных рынках разных стран. Результаты и их обсуждение. 
Существует два варианта маркетинговой стратегии: стандартизация или адаптация. В развитии фармацевти-
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1. Introduction. Internationalization of business in 
general has dramatically been increasing. Technological 
expansion, liberalization and global competition 
led to this rapid growth. Companies expanded their 
activities in foreign markets in order to survive. 
Importance of international marketing strategy has 
been increasing due to increase of foreign competition 
and foreign market percentage from total world market. 
Accordingly, pharmaceutical marketing activities 
should be coordinated in different markets. Market 
promotion tools are the most noticeable and culture-
bound function. They are applied to communicate with 
different audience of companies and influence them. 
Results of marketing promotion of two pharmaceutical 
companies might differ, although the same resources 
were allocated. The right marketing strategy in different 
markets of different countries is a big debate. There are 
two choices, i.e., either standardization or adaptation. 
For standardization, the pharmaceutical company uses 
one strategy only in different countries. Therefore the 
pharmaceutical company assumes that all customers 
have the same or similar needs. For adaptation, the 
pharmaceutical company does not consider similarity 
of customers in different countries, but establishes a 
specific marketing strategy for each country. These 
choices are due to different factors such as economic, 
cultural and legal issues in each market.

2. Historical Argumentation between Standar- 
dization and Adaptation. There is an argumentation 
between standardization and adaptation of activities 
of companies working in more than one country in 
international marketing. Levitt (1983) argued that «a 
powerful force drives the world toward a converging 
commonality, and that force is technology» [1]. 
Boddewyn et al. (1986) argued that there are national 
differences in habits, regulations, tastes and technical 
requirements which prevent standardization [2]. 
According to Levitt; there is a homogenous international 
market in the world, the driving force is advanced 
technology and standardization is the right way in 
international marketing. On the other hand, according 

to Boddewyn, this homogeneity is absent. In fact, 
academics have an orientation towards adaptation, 
because of their viewpoint, i.e., absence of international 
homogenous market and similarities of consumers and 
standardization are impossible. In contrast, practitioners 
are fluctuating between standardization and adaptation 
[3, 4] (figure).

3. Globalization and Standardization. The term 
«globalization» came from the term «global» which 
means world scale in the late XIX century. It became 
popular in the early ХХ century with high rate of 
publications. From 2002 to 2008, publications correlated 
to this topic were more than 1100 publication per year 
[5, 6]. 

Global companies are seeking to standardize 
their products and try to keep standardization of their 
issues with high degree, because of international 
market homogeneity. Standardization means «creating 
uniform business processes across various divisions 
or locations». This is done with considering that the 
company knows what is good for the customer [5, 
7—11].

Global competitors are seeking standardization 
in order to decrease international cost. For these 
companies, the global market is homogeneous. 
The company believes that its patronage will be 
exponentially expanded and it will consequently attract 
more customers as they will more prefer lower cost 
than local preference. Global companies know the 
urgent need for worldwide competition and vigorously 
work toward global convergence. Their products are 
being offered for standardized international needs in 
worldwide market with lower price [1].

According to standardization, pharmaceutical 
companies assume that all customers all over the 
world have the same needs. A lot of economics 
supported globalization and standardization, because 
of their positive aspects. Advantages of standardization 
(table) are valuable and we can enumerate them. 
Standardization is focused on economies of scale 
which will lead to decreasing total costs. In advertising 

ческого маркетинга есть свои преимущества и недостатки как стандартизации, так и адаптации. Заключение. 
Есть много факторов, влияющих на стандартизацию и адаптацию. Эти факторы связаны с продуктом, рынком 
размещения и самой фармацевтической компанией. В практике реальной жизни должно произойти смешива-
ние стандартизации и адаптации в маркетинговой стратегии фармацевтических компаний. Фармацевтические 
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preparation, the cost is decreased; international 
customers will be less confused as advertising is 
identical worldwide. Other advantages of standardization 
are represented in strong brand image and company 
image due to synergism of marketing activity. Moreover, 
quality will be enhanced by standardization, not only 
lowering of total cost. The international company 
is gaining experience and knowledge from a lot of 
companies, also quality of standards and preferences 
come from a global viewpoint. Therefore, the company 
will be able to increase quality and improve resources 
management through standardization and globalization 
strategy [12—14].

4. Adaptation. Most researchers apply the term 
adaptation as the extreme opposite of standardization 
[15, 16]. According to Mediana and Duffy, 1998; 
adaptation is «obligatory modification of standards 
(tangible and/or intangible attributes) of products 
intended for the country’s inner target market with 
the aim of making the product suitable for conditions 
of foreign market environment» [17]. Adaptation is 
setting different strategies of the marketing mix [18]. 
For international advertising strategy, adaptation for 
each market should be done, as a separate entity. 
That action is taken because each market has its own 
politics, legalizations, culture, economic situation and 
different medical needs. Academicians are considered 
with contingency approach. The decision is not to 
completely standardization or adaptation concerning the 
applied strategy, but depends on the actual situation in 
a particular market [19—24]. This situation depends on 
different environmental factors.

From this viewpoint, pharmaceutical worldwide 
market is not a homogeneous market. Even in one 
country there are different market segments with 
different demand and needs. For example, market 
segmentation in one country or nation will lead to 
alteration of product features to meet target demand 
and needs [25]. These changes start from packaging 
and extend to product main features. If this difference 
exists in a country, so it is stronger in different countries 
and in the worldwide market [26]. Large pharmaceutical 
companies which operate in only one nation may be 
unable to standardize their products. They may have 
product lines instead of a single product version. These 
product lines exist because of different ethnics and 

institutional differences. The companies may be forced 
to customize one product to meet the needs of different 
segments, because they believe that success requires 
searching for similar opportunities in similar segments. 
Many companies tried to standardize their products and 
exported it directly without adaptation. Therefore, they 
have miserably failed [1].

Advantages of adaptation (look through table) 
depend on buyer behavior difference in each market 
and are influenced by his preferences. In case when 
product related attributes are the same; evaluation 
of these attributes by the buyer will be different from 
country to another. For pharmaceutical companies to 
successfully compete in the host market, they must 
adapt their strategy for this market. The company's 
advertising strategy should be adapted to the host 
market. The pharmaceutical company may not prefer to 
be seen as a foreign company, as the customer prefers 
being familiar with a local company. The company must 
also adapt its strategy, products, marketing activities and 
advertising to the host company's legal rules and culture. 
Accordingly, the company will gain customer trust and 
get high profits. These profits result from adoption 
to actual customer needs and total sales increase. 
In addition, the company will gain high sensitivity to 
changes in the host market. All these interactions will 
lead to high competitiveness, competitive advantage 
and profits [16, 27, 28].

5. Factors that Affect Standardization and 
Adaptation. There are a lot of factors that affect 
degree of standardization and adaptation of marketing 
promotion of pharmaceutical companies, because they 
have an effect on communication process between 
companies and their customers.

Toyne and Walters (1989) refer to the following 
factors such as: cultural, language, social, legal, 
competitive and economic differences [29].

De Mooij (1994) agreed with Toyne and Walter that 
legal, cultural, social, economic issues and competition 
have a great effect on standardization and adaptation. In 
addition, he argued that choice of complete standardization 
or adaptation of marketing strategy is rare, where the 
right choice is the applied degree of standardization 
or adaptation. This degree is related to a lot of factors, 
such as: product category, product life cycle, branding, 
positioning of brand, media, market affluence [30].

Advantages and Disadvantages of Standardization and Adaptation

Marketing Strategy Advantages Disadvantages
Standardization Economies of scale. • 

Decrease of total costs.• 
International customers will be less • 

confused.
Strong brand and company image. • 
Synergism of marketing activity.• 
Quality enhancement• 

Mismatching actual customer needs. • 
Less sensitivity to changes in the host market. • 
Less competitiveness & competitive advantages.• 
The company will be seen as a foreign company.• 
Lower customers trust. • 
Decrease of total sales.• 
Less profits• 

Adaptation Matching actual customers’ needs. • 
Customers trust. • 
High sensitivity to changes in the host • 

market.
High competitiveness.• 
Competitive advantages.• 
Increase of total sales. • 
High profits • 

Increase of total costs.• 
Variable qualities.• 
Confusion of international customers.• 
Difficult in synergism of marketing activity• 
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Mulbacher (1999) argued that standardization 
degree is affected by a lot of factors. He divided 
them into four main groups: internal environment 
(international experiences, corporate management 
attitude, international orientation goals, cost of R&D); 
product (product nature and uniqueness, cultural 
specificity), market (stage of life cycle, urbanization 
degree, structure of distribution system, technology 
degree, price sensitivity) and macro environment 
(regulations, politics, technical and social issues, 
geography) [31].

Papavassiliou and Stathakopoulos (1997) defined a 
lot of factors that affect degree of standardization and 
adaptation in advertising and conceived a framework 
for that purpose. They categorized these factors into 
three main groups: local variables (culture, economy, 
legal, competitions), firm variables (managerial and 
financial issues, nature of products), intrinsic variables 
(advertising objectives and creativity, expenditure, 
government control, other tools of communication mix, 
barriers and supportive activities) [13]. 

Researchers are different in their definitions, 
recognition and categorization of different factors that 
can affect marketing strategy. All of them mentioned 
factors that affect marketing promotion strategy of 
pharmaceuticals in different degrees. Although there are 
apparent differences in classification of mentioned factors 
by researchers, difference between researches is due to 
orientation of their categorization of these factors. We 
can summarize them to: product related factors, hosting 
market related factors and company related factors. 

We can stress that standardization orientation has 
important benefits, for example, economies of scale, 
synergies of non-complicated marketing activities 
across markets, because international market seems 
to be homogenous from standardization viewpoint. On 
the other hand, adaptation orientation has important 
benefits, for example, competitive advantages and 
higher sales, because of different consumers’ needs 
in different cultures and countries. But each of them 
has its drawbacks, for example, standardization leads 
to decrease of total sales and adaptation leads to 
increase of total cost. There are limits for the factors 
which have influence on international marketing strategy 
of companies.

One total marketing strategy, i.e., complete 
standardization or complete adaptation cannot be 
literally applied in practical life. Accordingly, there is 
a need for a solution to pharmaceutical companies. 
From our viewpoint, the recommended solution 
for the dilemma is a mixture that consists of both 
standardization and adaptation marketing strategy. The 
international pharmaceutical company should aggregate 
similar countries in a separate section. Therefore, it 
will have clusters formed of similar countries. This 
will help the companies to have more standardized 
marketing strategy to each homogenous cluster and 
simultaneously more adapted marketing strategy for 
this cluster. Similarities of attitude to demand or offers 
between countries can be done at different levels: cross-
cultures level or geographical level. 

6. Conclusion. As a result of profound understanding 
of standardization and adaptation of marketing 

promotion in pharmaceutical market, we can conclude 
that there are both advantages and disadvantages 
of standardization and adaptation in pharmaceutical 
marketing promotion. The main motive of standardization 
is cost saving. By directing marketing promotion at 
central level, the company can utilize its full creative 
competence and uniform image. On the other hand, 
adaptation of pharmaceutical marketing promotion 
is necessary due to difference in factors that have 
influence on marketing strategy. There are a lot of 
factors which affect standardization and adaptation. 
These factors are related to the product itself, the 
hosting market and the pharmaceutical company itself. 
The recommended solution to avoid drawbacks of both 
complete standardization and complete adaptation is to 
reach a balanced pharmaceutical marketing strategy, 
because complete standardization or complete adaption 
are not recommended to be applied in real life practice. 
A mixture of both standardization and adaptation of 
marketing strategy of pharmaceutical companies 
should be utilized. Pharmaceutical companies can 
aggregate the worldwide heterogeneous market into 
homogenous clusters. These companies will increase 
level of standardization to each similar cluster and 
simultaneously the applied strategy to each cluster will 
be adapted to this specific cluster. Clusters aggregation 
depends on similarities of attitude to demand or offers 
between countries in each cluster and can be done in 
cross cultural or geographical level.

7. Further Research Implications. Although 
argumentation of standardization and adaptation 
is running for decades, there are a lot of issues 
to be investigated. Firstly, we recommend that of 
pharmaceutical companies’ managers pay more 
attentions to new correlated factors and environment of 
different countries that are important to pharmaceutical 
marketing promotions. Secondly, it is significant to 
study physicians’, pharmacists’ and patients’ reactions 
to standardizations and adaptation of marketing 
promotions. Thirdly, it is noteworthy to study results of 
standardization and adaptation of marketing promotion. 
Fourthly, it is important to investigate which tools of 
marketing promotion can be easily applied trans-
boundary. Finally, it is considerable to study if there is an 
effect of country origin of pharmaceutical companies on 
standardization or adaptation of marketing promotion. 

The transparency of study. The study did not 
have sponsorship. Authors are fully responsible for 
the provision of the final version of the manuscript for 
publication.
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Реферат. Цель исследования — оценка эффективности и безопасности сочетанного применения препаратов 
«Артрадол» (хондроитина сульфат) и «Артракам» (глюкозамина сульфат) у пациентов с остеоартрозом (ОА) 
коленных суставов. Материал и методы. Проведено комплексное обследование 30 пациентов с достовер-
ным диагнозом ОА коленных суставов и выраженным болевым синдромом, средний возраст — (58,7±5,1) 
года, длительность заболевания — (5,9±2,9) года. В дополнение к получаемой терапии НПВП всем пациентам 
назначались препараты хондроитина сульфата («Артрадол») внутримышечно и глюкозамина сульфата («Арт- 
ракам») чередованием через день на 2 мес. Эффективность терапии определялась через 1 и 2 мес лечения 
согласно динамике показателей суставного синдрома: интенсивность боли в суставе (ВАШ), окружность сустава, 
индекс WOMAC, потребность в НПВП, эффективность терапии по мнению пациента и врача. Результаты и 
их обсуждение. Через 2 мес комбинированной терапии препаратами глюкозамина и хондроитина сульфата 
наблюдалось достоверное (p<0,05) уменьшение боли при движении, болезненности суставов при пальпации, 
окружности коленного сустава, снижение индекса WOMAC, времени прохождения расстояния в 15 м, потреб-
ности в НПВП, купирование локального воспаления в суставах. Эффективность терапии была оценена паци-


